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Abstract 
 
This paper aim to analyze and examine how country of origin and perceived quality affecting the purchase intention 
of H&M products in Indonesia. This research uses a quantitative approach with convenience sampling method. In this 
research, the population are people who live in any city in Indonesia with age range of 17 years old and above as 
H&M product users. Samples taken randomly as many as 192 respondents with non-probability sampling techniques 
using online questionnaires with Likerts scale with one to five scale. Authors use software STATA for validity test, 
reliability test, and regression model. The result from this study shows that country of origin, and perceived quality 
have a positive effect towards purchase intention. Authors suggest that instilling a perception to customers regarding 
the country of origin is the key to compete, therefore maintaining the quality of the product is a must for multinational 
companies.  
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1. Introduction  
Era of globalization that is happening now has brought significant changes in various aspects of human life, including 
in the social, economic, cultural, technological, and other fields (J. T. Purba, Budiono, & Adirinekso. G.P., 2020). 
This will affect the improvement of the community's economy (Budiono & Purba, 2020). These changes appear to 
meet the increasing human needs, preparing them for the fashion sector. Based on Becraft data, which states that the 
fashion sub-sector is 18.15% making the development of the fashion industry in Indonesia rapidly. The fashion 
industry is widely known by the people of Indonesia. This industry is related to trends in society, increasingly wide-
open markets, new technologies, and shifting consumer needs, all of which present not only opportunities but also 
risks ((Poulsen & Hufbauer, 2011); (J. T. Purba, Budiono, & Adirinekso, 2020)). 
 
The developments that occur in the fashion world in Indonesia are increasing very rapidly, especially the development 
of clothes with well-known brands. Fashion is a term for a person's style of dress. Fashion and women are two things 
that cannot be separated from one another. Every woman wants to appear in a fashionable style, which indirectly 
wants her to look attractive ((Soboleva et al., 2015); (Blomström et al., 2003)). People often stop in front of a shop, 
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when they see an item that looks interesting, such as a shirt with a unique and interesting design. To get the best variety 
of clothes at attractive prices, you often compare different brands of clothes. 

Figure 1. Revenue Fashion Indonesia from 2017-2025. Source:  Statista, 2021 
 
 
It can be seen from Figure 1 that income in the Indonesian fashion industry is increasing every year. Revenue in the 
Fashion segment reached US$12,943 million in 2021. Revenue shows an annual growth rate from 2021 to 2025 of 
9.15%. This results in a projected market volume of US$18,370 million in 2025. The largest market segment is 
Apparel with an estimated market volume of US$10,403 million in 2021. It is expected to continue to increase in 2025 
to reach US$14,748.  
 
The attitude of Indonesia consumers who tend to be consumptive, it is not surprising that Indonesia is the target market 
for most foreign products. One of the foreign products that many Indonesians are interested in is fashion products. In 
Indonesia, there are many companies that produce clothes but the people are more interested in foreign products, 
therefore foreign companies operating in Indonesia must be able to compete with other companies to sell their products 
to consumers ((Pieroni et al., 2019); (Budiono, 2011); (Budiono & Purba, 2019)). The consumptive culture in 
Indonesia is a profitable business opportunity for foreign fashion industry countries to market products to Indonesia 
because the growth rate of domestic consumption in Indonesia is expected to continue to increase for the next 10 
years.  
 
At this time the world of fashion is growing very fast related to current trends, creativity, and lifestyle. People are now 
aware of the need for fashion that is more than just dressing, but also stylish and trendy. In addition, fashion also 
expresses a certain identity (Pedeliento & Kavaratzis, 2019). The fashion that a person chooses can show how that 
person chooses the lifestyle that is carried out. The community's need for the same product can be met by various 
variations of similar products with different brands (Budiono, Evanson, et al., n.d.). This condition provides business 
opportunities for entrepreneurs to create a similar product, but with different brands and advantages. So that the 
alternative to a similar product offered in the market is more diverse. Therefore, in competition, the company must 
have the right marketing strategy for the products it produces ((Adirinekso. G.P., Purba, & Budiono, 2020); (Rashid 
et al., 2016)).  
 
One of the big companies in the fashion industry in the world today is H&M. H&M (Hannes & Mauritz AB) is a 
multinational fashion brand. H&M is a Swedish clothing retail company founded in 1947, renowned as a brand for 
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fast fashion clothing products. H&M is the second-largest global clothing retailer. They always control the quality of 
their products, their design team, control the production steps from plan to production involving 800 factories in 
Europe and Asia. For Asia, they first opened a shop in Dubai, United Arab Emirates, in 2006. In 2007 they expanded 
their business by opening a shop in Hong Kong. In 2008 they opened their first store in Japan. Then they moved to 
South Korea and opened a shop in Myeongdong, Seoul. For Southeast Asia, they opened stores in Singapore in 2011, 
in Thailand and Malaysia in 2012, and in 2013 opened outlets in Indonesia, Chile, and Estonia.   
 
H&M expanded in Indonesia and opened its first store in October 2013. So far, many Indonesians have to go to 
neighboring countries such as Singapore and Malaysia to get Hannes & Mauritz products. Therefore, Hennes & 
Mauritz decided to open a store in Indonesia. H&M opened their first outlet located at Mall Gandaria City officially 
opened on October 5, 2013. The first H&M store covering an area of 2,400 square meters will display the latest 
collection of clothing and accessories for Autumn 2013. Carrying the concept of “Stylish and Affordable Fashion at 
a Best Price”, H&M will showcase fashion for the whole family, including high fashion for men, women, youth, and 
children. The reason H&M opened outlets in Indonesia is that the market in Indonesia is very attractive, the population 
in Indonesia is more than 200 million people, and Indonesia is one of the largest countries in the world, and the fast-
growing economy makes the fashion world in Indonesia varied with the presence of new fashions such as H&M. 
  
H&M is a well-known and worldwide brand, the goods offered are varied with many models and follow current trends, 
and always have the latest innovations. In addition, H&M is a prestigious brand that increases social status, and the 
price is known to be quite expensive. Consumers who make purchases not only need the goods but there is something 
they display in serving the public, an image that is formed based on the experience experienced by someone with 
something so that it is finally used to make a purchase ((Steenkamp et al., 2003); (Adirinekso. G.P., Purba, Budiono, 
et al., 2020)). 
 
Purchase intention comes when someone has received appropriate information about the desired product. Buying 
interest (purchase intention) is a purchase interest that shows the customer's desire to make repeat purchases ((Shin et 
al., 2016); (Budiono, Purba, Adirinekso, et al., n.d.); (Al-Haddad, 2019)). Meanwhile, the existence of external 
influences, the emergence of the need for a product, product introduction, and evaluation are things that can lead to a 
consumer purchase intention ((J. T. Purba, Budiono, Rajagukguk, Samosir, & Adirinekso. G.P., 2020); (Surjana et al., 
n.d.); (J. T. Purba et al., 2021)). Meanwhile, specifically, purchase intention in this study is defined as purchase 
intention in H&M products as a retail product from Sweden. 
   
Purchase intention is the attitude of consumers in purchasing behavior who are interested in a product. The location 
where the product is produced will affect the purchase intention and purchasing decisions of consumers (((Liu et al., 
2015); (Kevin Lane Keller, 2013)). A country will be perceived as having an exclusive reputation for a particular 
product. Among the factors influencing fashion consumption, Country of Origin has been identified as an important 
determinant of consumer preferences Because of the background described above, researchers are analyses about 
effect of country of origin and perceived quality towards purchase intention for H&M Brands in Indonesia. 
 
2. Literature Review 
The literature review in this research is in the form of a theoretical basis. The theoretical basis can be the results of 
previous studies that have the same topic or researcher's opinion. 
 
2.1. Country Of Origin 
The country of origin is the country of origin of the brand that influences purchase intention and is an important factor 
influencing product purchase intention. Consumers are careful in judging the origin of the product. Country of origin 
influences consumer perception and image ((Heinberg et al., 2016); (Budiono, Purba, & Adirinekso, n.d.); (Li et al., 
2012)). Consumers often have a certain impression of the products produced in a country. The country of origin is 
usually related to product quality. Consumers will use the country of origin as a product quality standard before buying 
a product. 
 
Some studies have revealed that the evaluations made by consumers of a particular product are not only based on the 
attractiveness and characteristics of the product, but also based on the country of origin (J. Purba et al., 2016). What 
is meant by country-of-origin effect is any influence from the country of origin on positive or negative consumer 
perceptions of certain products and brands. The perception of each individual in each country tends to differ on how 
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important the impact of the country of origin is for their purchasing decisions, the implication is that the reputation of 
a country can vary in each country and can change over time. 
 
Kotler and Keller (2018) state that the perception of country of origin is mental associations and beliefs that are 
triggered by a country. Buyers have different attitudes and beliefs about brands from different countries. These 
perceptions may affect attributes in the decision-making process. A successful brand in the global marketplace gives 
its consumers credibility and respect. Country of Origin is an identity in product attributes that affects consumer 
evaluations in identifying the country of origin of a product. In purchasing behavior in purchasing decisions, 
consumers can determine the success of the company's strategy in domestic and foreign markets. 
 
2.2. Perceived Quality 
Perception is a meaning that can be connected based on past experiences or stimuli (stimuli) that we receive through 
the five senses. Perception is the way in which stimuli or stimuli are selected, organized, and interpreted. Perception 
is a subjective judgment or a personal response to the selected object. Meanwhile, Perception is an internal process 
that allows a person to choose, organize and interpret stimuli from his environment and these processes that affect his 
condition. Then, perception is a stimulus process that can come from outside the individual but can also come from 
within the individual concerned. In perception containing integrated activities, then everything in the individual such 
as experience, thinking ability, and other aspects that exist in the individual will play a role in the perception ((Jeon & 
Yoo, 2021); (Adirinekso et al., 2020)). 
 
Based on the explanation of the theory above, it can be concluded that perception is a view or assessment of oneself, 
of others, which is obtained from learning and experience that motivates individuals to interact or behave with the 
surrounding environment in the hope that it can benefit the environment. Quality is conformity to market or consumer 
needs say that quality is: "a dynamic condition associated with products, services, people, processes, and the 
environment that meet or exceed expectations.". The other hand, quality is a measure to assess that an item or service 
already has a use value as desired or in other words an item or service is considered to have quality if it functions or 
has a use value as desired ((J. T. Purba, Budiono, Rajagukguk, Samosir, & ..., 2020); (Cambra-Fierro et al., 2021)). 
Then, quality can be interpreted as "dynamic conditions related to products, services, human resources, processes, and 
the environment that meet or exceed expectations". Based on this definition, quality is the relationship between 
products and services, or services provided to consumers can meet consumer expectations and satisfaction. 
 
2.3. Purchase Intention 
Buying interest cannot be separated from the theory of consumer purchasing decisions, because interest is one of the 
final processes of purchasing decisions. The following is the definition of purchase intention according to scientist. 
Buying Interest is something that arises after receiving a stimulus from the product he sees from there arises an interest 
in trying the product until finally the desire to buy it arises in order to have it (Wang et al., 2019). Purchase intention 
is the tendency to buy a brand and is generally based on the suitability of the purchase motive with the attributes or 
characteristics of the brand. Purchase intention can be measured through the likely dimension, namely the consumer's 
purchase plan for a product, definitely would refers to consumer certainty in a product, and probable refers to the 
possibility of consumers buying a product (Pappas, 2016). The psychological aspects that has a considerable influence 
on behavioral attitudes. So Schiffman and Kanuk explain that buying interest is defined as a tangible form of thought 
from the reflection of the buyer's plan to buy several units in a certain number of several brands that are available in 
a certain time period. Purchase intention or buying interest can also be interpreted as something that arises 
automatically after receiving stimulation from the product he sees, from there an interest arises to buy it. 
 
Based on the explanation above, this emerging buying interest creates a motivation that continues to be recorded in 
his mind, which in the end consumers must fulfill their needs even though they will not necessarily make purchases. 
Therefore, it can be concluded that buying interest is an initial process of feelings that arise after receiving a stimulus 
or stimulus from the product or service he sees, then the stimulus causes feelings of pleasure and desire to have so that 
he is interested in buying the product or service within a certain time. 
 
3. Methods 
Based on the problems and possible causal relationships between country of origin with purchase intention, and 
perceived quality with purchase intention then we combine a research model as outlined in the Figure 2. 
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Figure 2. Research Model 

 

 

 

After authors compile in research model, authors construct econometric equation as follow: 

𝑃𝑃𝑃𝑃𝑖𝑖 = 𝑎𝑎0 + 𝑎𝑎1 𝐶𝐶𝐶𝐶𝐶𝐶𝑖𝑖 +  𝑎𝑎2 𝑃𝑃𝑃𝑃𝑖𝑖 +  𝑒𝑒𝑖𝑖 
According to Sekaran and Bougie (2016), sample size for most of the research are approximately around 30-500 
samples to be considered as an appropriate.  

4. Data Collection 
For gathering data, authors must decide what kind of data that is more suitable for processing the research. Authors 
decided to use primary data for this research since it is more suitable than secondary data. Primary data is the data that 
is taken directly from the sample. The method used to collect the data is questionnaire. Questionnaire chosen because 
of its efficiency and accuracy. The questionnaire will use Likert scale as the measurement scale and the result will be 
served in numbers. So, author uses non-probability sampling. authors decided to collect 192 samples for this research 
to retrieve more accurate data from the respondents. The data collected for this were processed by the Software 
STATA. 
 
5. Results and Discussion 
According to the measurement in validity and reliability, all variables of research were tested for validity and reliability 
in Table 1. 
  

Country Of Origin  

Perceivd Quality 

Purchase Intention 
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Table 1.  Validity and Reliability Test 

 
Source: Data Processing 

 

The calculation results show the item-test correlation is greater than the item-rest correlation, so it indicates that the 
data is valid. The Cronbach Alpha is 0.9030 more than 0.60, Authors conclude that data is reliable. 

Data analysis was performed by following the Robustness Least Square econometric model as follow in Table 2 
Robustness Linear Regression for Purchase Intention. 

 

Table 2. Robust Linear Regression for Purchase Intention 

 

 
Source: Data Processing, 2022. 

Based on the value of R-squared = 0.6043 shows that changes in Purchase Intention are influenced by 60.43% 
independent variables in the model, while the influence of variables outside the model is 39.57%. The test results for 
the research model that the results of the value of F-test = 112.71 and probability F = 0.00 smaller than the significance 

                                                                               
Test scale                                                   0.5083      0.9030
                                                                               
pi_3            192    +       0.7690        0.6967          0.5038      0.8904
pi_2            192    +       0.7407        0.6615          0.5106      0.8930
pi_1            192    +       0.7574        0.6822          0.5066      0.8915
pq_q            192    +       0.7033        0.6155          0.5197      0.8964
pq_2            192    +       0.7360        0.6557          0.5118      0.8935
pq_1            192    +       0.7582        0.6833          0.5064      0.8914
coo_3           192    +       0.7425        0.6637          0.5102      0.8929
coo_2           192    +       0.7845        0.7162          0.5001      0.8889
coo_1           192    +       0.7612        0.6870          0.5057      0.8911
                                                                               
Item            Obs  Sign   correlation   correlation     correlation     alpha
                             item-test     item-rest       interitem
                                                            average

                                                                              
       _cons     .1351065   .2562599     0.53   0.599    -.3703905    .6406035
          PQ     .1307003   .0763557     1.71   0.089    -.0199185    .2813192
         COO     .7796719   .0818845     9.52   0.000     .6181469    .9411969
                                                                              
          PI        Coef.   Std. Err.      t    P>|t|     [95% Conf. Interval]
                             Robust
                                                                              

                                                Root MSE          =     .47696
                                                R-squared         =     0.6043
                                                Prob > F          =     0.0000
                                                F(2, 189)         =     112.71
Linear regression                               Number of obs     =        192
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level of 5%, we reject the null hypothesis. The independent variable brand Trust (TRUST) and brand image (BI) 
simultaneously influence the Purchase Intention (PI) on LBP Indonesia. 

Based on the results of partial testing of the Country of Origin (COO) is t-test = 9.52 and probability value t = 0.00 
states that we reject null hypotheses and accept alternative hypotheses. Country of Origin (COO) significantly 
influences the Purchase Intention (PI). So, the Perceived Quality (PQ) is t-test = 1.71 and probability value t = 0.089 
states that we reject null hypotheses and accept alternative hypotheses in tolerance 10%. Perceived Quality (PQ) 
significantly influences the Purchase Intention (PI) not more than 10%.  
So, testing together or partially shows the behavioral model in this study has met the statistically requirements. Next, 
we construct the equation of the econometric model in this study as follows. 

𝑃𝑃𝑃𝑃 = 0.1351 + 0.77 𝐶𝐶𝐶𝐶𝐶𝐶 + 0.13 𝑃𝑃𝑃𝑃 

From the results equation Country of Origin (COO) affects the Purchase Intention (PI) as the foundation of the 
maintaining Purchase Intention (PI) in Business. Each increase unit in Country of Origin (COO) will increase by 0.77 
level of Purchase Intention (PI). So, each increase unit level in Perceived Quality (PQ) will increase by 0.13 level 
Scale Likert of Purchase Intention (PI).  

 

6. Conclusion 
The marketing strategy for these two variables is the key to H&M's success in the fashion business. Policies that 
support the improvement of country of origin (COO) and perceived quality (PQ) for each other for consumers are 
absolute. 
 
Authors suggest that instilling a perception to customers regarding the country of origin is the key to compete, 
therefore maintaining the quality of the product is a must for multinational companies. Companies must innovate 
products to maintain product quality. Therefore, customers will have the perception that the product has high quality. 
Furthermore, consumers are carried away that the country of origin of the producer also contributes to the company's 
success. Thus, perceived quality and country of origin support each other's purchase intention of products. 
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